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INTRODUCTION ' • • 

• * * 

Itow are you going to use your job skills after you finish^ 
school? > • . 



Have you ever thought about starting your own health spa.? 



This module describes people who have started and managed 
health spas. It gives youan idea of -what they do and some 
of the special skills they need. 

' » # 

You will read about 

planning a health spa 

choosing. a location 

getting money to start 

being in charge M 

organizing the work 
- setting prices V 

advertising and selling^ 

keeping financial records s 
. keeping your health spa successful 

You will also, have a chance to practice some of the things 

that health spa owners do. 

\ * _ 

Then you will have a better idea of whether a career as a 
health spa owner is for you. 



Before you study this module, you may want to read 
Module 1,' Getting Down to Business: What's It A ll About? 



When you finish this module, you might want to read 

Module 14, Getting Down to Business: Nursing Service ; 
Module 15, Getting Down to Business: Wheelchai r Trans- 
portation Service ; 
Module 30, Getting Down to Business: Hai¥ Styling 
► v Shop . . * \ 

The*'£ moduTes are Related to other businesses in the health 
an^ personal services area. 
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UNIT 1 



Planning a tealth 9pa 



Goal: To help you plan your health spa. 

/ 

Objective 1: Describe the services, customers, and 
competition of a health spa. 

Objective 2: List three personal qualities a health 
spa owner should haye. 

Objective 3: List three ways to help your health 
spa "stand out" from its competition. 

Objective 4: List two" special legal requirements 
for running a health spa. . # 



<2V * 
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LUCILLE WOLINSKY PLANS A HEALTH SPA 

L » • 

As a young child, Lucille Wolinsky had been rather , t 
sickly. In addition, sh^came from a poor family with six 
children. Despite- these early problems; Lucille grew into 
a very determined and energetic young .woman. She very much 
wanted to reverse her beginnings. She set two goals for 
herself": "I want to make lots of money, and t want to be 
healthy, attractive, and physically fit." t 

Lucille £ook an early interest ^in sports and developed 
good skills inCmany areas of physical education. She 
thought about becoming a PE teacher. But her desire for . 
financial success turned her in the'direction of business. 

She thought, for a long time 1 about owning a beauty 
sa^lon.'. So sjie tbok. a cosmetology program and went to work 
as a stylist at Tess 1 Tresses, a tocal salon. Planning to 
open her own shop someday, Lucille took "business classes at 
dight. After a year she was ready to evaluate her plans. 

"I really like working with my customers frere. I see 
how successful Tess'is becoming. But somehow I've been 
edgy and nervpus lately. With these classes at night and 
standing practically still on my feet all day,' I'm not 
getting enough exercise. Perhaps I should find something 
more active. 11 ' 

Lucille left her" job at less 1 . She went to work as a , 
trainer at La Petite Sp'a, a small health- s f pa for women in 
Dayton. She liked her job right from the start and- was 
excited ^bout the future. 

"This is the business for me. I enjoy helping my cus- 
tomers exercise and get into shape, and I get to keep in 
shape myself— all the time/ *I know l can wbrfrwell with 
.people. I see how the physical fitness business has a real 
future 1 . • Everyone around seems to have jogging, tennis, 
exercise, and diet on their minds these days." Also, 
there's only one Other spa in this town so far."' 

Lucille started to' plan her business. She stayed on at 
La petite Spa' for two more years and learned all about the 
busineii. Then she was ready to open her own small, women - 
only 'club. It included a small gym, some machines, some 
classes, and lots of personal attention. 
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Planning a Health Spa 

" : ' ' 1 * 

Lucille Wolinsky wanted to start her own health spa. As you work 
through this module, you will see how Lucille's business develops. In 
this unit, you will learn about four things involved in planning a health 
spa : * 

• deciding what services, customers, and competition your spa will 
have"; * r « v ^ 

• deciding wha£ personal qualities and skills you will- need; 

• knowing how to compete well; and 

% • learning about the legal requirements for running the business. 



Services, Customers, and Competition 

An important planning' stepis to decide what services to offer, who 
your customers will be, and what your competition is. 



r ; Services . A health spa can provide a variety of physical fitness and 
health -related service's to women and*-raen of all ages. Services can be 
.many and varied'. Depending upon the size and goals of the spa, they 



migh 



\ w include the, following : , ^ » 

* * 

exercise with or without machines; • 

water .exercise and relaxation in a jacuzzi, swimming pool, sauna, 
or stream room; v 1 

fitness evaluation and^individualized exercise programs; 
nutritional and diet advice along with .weight reduction programs; 
skin care and beauty advice and services such as facials, make-up 
applications, ■ eye lash and eyebrow care, and massage (for women)'; 
weight-lifting and body-building activities; or 
classes and instruction *in a variety of fitness areaa. 



/ 



A small spa might simply offer exercise and personalized service in a^ 
small gym. A large spa (often v a franchise) might offer all of .the ser- 
vices listed above. ' , 

Smaller businesses ,,wkich are not really health spas, can offer more 
specialized services. These might include: ' 

judo and karate studios; - $ * ^ 

gymnastics and tumbling centers; 
dance studios (ballet, tap,* jazz); \ 

fitness dance and exercise (aerobics, yoga)j and , * 
counseling services fpr figure and weight control, and fitness in 
general. * 

For lack of space, this module cannot deal with all these possibfli-* 
ties. It will deal mainly with the small health spa. * 

; Customers . Customers may include all persons interested in physical 
fitness activities and advice. The, age range is broad — from teens to 
young adults to senior", citizens. The concern <f or "physical fitness has - 
grown among Americans of all ages. A small, spa will often offer services 
to women or men., but not both. A larger spfc, particularly a franchise' 5 , 
often will 'be coed. In addition, a particular spa may\appe£l to a , 
special age or community group because of its location, services, prices, 
or special image. v 

A word of x advice: if you start small, it is wise to serve either men 
or women*^ you do. this, be sure to offer services that would especially 
attract either group. As you see from the list above, skin-care and 
beauty, advice , as well as weight reduction programs, will often attract 
women. Body-building programs, on the other hand , may attract.more men. 
If you choose to open- a men -only health spa, it would be wise to stress 

weight-lifting and body-bui lding Otherwise, men would be att racted^to a 

... * * 

larger spa offering sports facilities and swimming. * 

Competition . The health spa business is rapidly growing. This is 
due to the increasing importance .and desire for physical fitness in 



America today. In some areas, particularly big cities and suburbs, you 
will find many health spas. These range from small shopping center spas 
to large franchise operations. In other areas, *spas may be few and far . 
between. Like Lucille, you can learn about your competition in the 
Yellow Pages, under "Physical Fitness" or "te*Uth Spa." Or drive down 
some of the busy streets in th^ community to see if they exist near you. 



P ersonal Qualities and Skills 

Lucille Wolinsky decided she was well suited to run a health spa. 
Are you£ If you want to consider this business, it is important for you 
to have the following qualities. 1# 
• ' You should like people, be outgoing,* and be service-oriented. 
Honesty, patience, and a good sense of humor will help, too. 
^ You should have several years 1 experience in the physical fitness 
(or a related) business. 

You should believe strongly in the value of being physically fit, 
healthy, and attractive. ^ 
You should bfc able to communicate well and to "sell" yourself and 
your services. 

Finally, you should be willing to work hard and do all types of 
jobs that the business needs done. 



There is no set list of requirements for running a health spa. But a 
knQwledge of basic physiology and physical education concepts is impor-. 
tant. Basic b.usiness skills, such as accounting and bookkeepirtg , and 
marketing are also very helpful. 



ft>w to Co mpete Well _ * 
« 

Lucille will have to compete with two other health spas in her area. 
What can she do to compete successfully? 
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Create a special business image , "Service is the ultimate*. Create 
a business image tttat will stand out in people's min4s. Be service 
oriented above all. Think up a "catchy 11 name for the business. Have -an, 
attractive and cleAn spa. Introduce your^lf to the community with this 
approach: /'I'm neW in the business, f have the time and desire to offer 
.excellent service. Try my, spa." Hire friendly, qualified staff who will 
tie your, "good -wi 11 .ambassadors. " And always be polite and patient with 
customers. 

* 

j ✓ . 

Offer special services.. Try to be unique* Offer services that * he 

c « $ 

' other spas in the, area do not offer. For example, you might consider the 

following: 

v " 
<• individualized exercise programs; ^ 

«*• special classes in aerobics, rhythm fitness, yQga, diet, or 
* make-up; 

• guest speakers; t 

♦ ; * private consultations; or 
' • \free guest visits. 



Legal Requirements 



To run a health spa,' you wij.1 need to get a city business license. 
If you have a swimming pooJ, Jacuzzi , 'or\'other water facilities, you will 
need a public health license as weH. You also may have to obey certain 
rules of the Federal Trade Commission limiting the prices and the length 

♦ i 

of time your customers can sign up for. 



Your stpte njay als'o*have, requirements for some special employees. 
For example, *some spas have physical therapists or masseuses on their 
staff. These .people may need to be licensed to do their jobs. 



Summary 



Health spas provide a variety of physical fitnessand health related 
services to women and men of all ages. Before opening a spa, you, should 
have several years 1 experience in the physical fitness business. Y<& 
also need ^ome basic business skills. Above all, you should like working 
with r pfeople.» To compete successfully, you must try to offer special, 
unique, and high -qua lity^^services. » 
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Learning Activities 



Individual Activities 
\ — ; 

0 

1. Do you have the right personal qualities to run a health spa? Check 
each statement below that describes you: 

I like people, and enjoy people of all different types. 

I am physically fit and healthy. 

I believe it is very important to be physically fit, and 

healthy. 

I am patient with people. 

I have a good sense oij humor. 

T * m f ri art/4 lir *»r»/4<> rsf\ ♦* rr r\ -J r» rr artrt r»ar» "cQ 1 1 " mvcD 1 f 

J'm willing to work very hard and do all types of jobs. 

2. What additional education and experience would you need to start a 
health spa? % « 

* 

3. Look up "Physical Fitness" and "Health Spa" in the Yellow Pages. 

4 

Decide which businesses listed there would be competition for you. 
Call one and ask what services it provide^. 

• ¥ 

4. -Make a list of the services you would want to offer if you became the 

owner of a health spa* 

5. Call up your local City Clerk and Health Department. Find out what 
legal requirements you would have to meet to start your own health 
spa. 
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Discussion Questions 

1. Joe Goodbody opened a small health spa, called "Physique." It was* 
equipped with weights and: body-building equipment. Gloria Loverly 
opened a spa called "Glamor ama. 11 It was equipped with reducing 
machines and beauty station^. What types of customers will be 
attracted to each spa? Should Joe and Gloria try to widen their 
appeal?" Why? 

2. R>w important do you think it is for the owner of a health spa to b 
physically fit, healthy, and attractive? Discuss the importance of # 
each qualLty and your reasons for^feeling that way. 

3. tt>w do you think a small health spa would differ from a large one? 
Discuss the advantages and disadvantages of starting "small" or y- 
"large." , ' # < ^ 



Group Activity 

' This is a brainstorming activity. As a group, think -of as many ser 
vices as you can that a health spa might offer. Add to the ideas you 
have already read about. Then think about the kinds of customers who 
would use each service in terms of sex, age, and occupation (profes- 
sional, business people, factory workers, etc.) 



Write .your list on the chalkboard using this format; 

♦ 

Customer's: 



Services Sex Age Occupation 

Then pretend you will open a small health spa in your geographical 
area. Decide what services you will offer and who your customers will 
probably be. (Put a cfieck beside those you choose.) 

* 17 
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UNIT 2 



(Choosing a Location 



To help N you choose a location for^ your health spa. 



Objective It List three things to think about in 
deciding where to locate your health spa. 

Objective 2: Pick the best location for a tfealth 
spa from three choices. 



".is , 





LUCILLE CHOOSES A LOCATION 

"I'm reacty to start. I never even considered going 
outside Dayton. But first I'd better find out if I can 
really stay in this area." 

, Lucille knew that Dayton was a fairly well-off and 
educated community . When she started working at La Petite 
Spa, there was only one other health spa in town, Jack 
fanny's. Since* that time, a large franchised club, The 
Health Spa, had opened in the local industrial park. 
Lucille knew that % all three spas were doing well. She also 
knew that they each served different kinds of customers. 
Her only competition as a women-only spa was La Petfite Spa. 
•> So Lucille decided: 

"Dayton's big enough for me. Some healthy competition 
will be just fine." 

#- 

Next, Lucille had to choose a location. She decided 
she wanted, about 2,000 square feet in an area not too close 
to La Petite Spa. She preferred a first-floor space on a 
busy street. She. also needed room for expansion later and 
, plenty of parking. She decided to look in a rapidly grow- 
ing area of Dayton near several new housing developments 
and a large new office building. 

Lucille first -took a walking tour of the area. In 
addition to the new housing and offices/ a shopping center 
w&s feeing built right on the main street. 

"This looks perfect. I'll contact a realtor and see 
exactly what is available." 

Lucille was/ thrilled to find just the space she wanted 
in the new shopping center. The price wasn't too bad— $.60 
per square foot (or $1200 a month). The developer promised 
a five-year lease with no rent increases. .In addition, she 
could do exactly what she wanted with the space since it 
had never been used* before. Also, there was some extra 
space available should* she want to expand later on. 
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Choosing a Location 



As you can see from Lucille, there are several things to think about 
when choosing a location for your health spa. You must answer questions 
~sucIT as these. 4 mmh 

• What type of area should I look for? Are there enough customers 
in the a*ea? What kind of customers do I want? • 

• What is ray competition?. 

Where should my spa be located? 5 

• What type of space do I need? 



— — 



Type of Area and Customers 



Xook for an area where the demand for^A^ health spa exists. Since 
physical fitness is of such wide interest today,, customers can probably 
be found most anywhere. But you must direct your services,, prices, and 
image properly. In general, your\best bet is to locate in an area af* 1 
fairly well-to-do and educated people. These people will tend to be more 
interested in good health and fitness. They also will be able and will- 
ing to pay a price for it. 



Competition 

Advice to some new business owners is often: "Stay away from compe- 
tition. Be the on\y one in your area." In the health spa business, this 
is not necessarily true. An area with several successful spas is an area 
where there is a demand for physical fitness. And there is probably room 
for you, too, as Lucille concluded. In fact, Lucille hoped the ads of 
her competitors would actually create business for her in the relatively 
new, growing community she chose for a location. % 
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"A " At the same time, when choosing an area, be sensible. Avoid places 
where there seems to be .too much competition. These wo.uld be areas where 
\ealth spas are failing to grow or are failing altogether. Look for an . 
area" where health spas have not yet sprung up. If you have studied the 
population and are confident that future customers exist, by all means 
start there. 

" As mentioned earlier, use the Yellow Pages to find out about the com- 

petition in the area. ' See how many health spas exist. See where they 
are located and what services they offer. If your competitors . are busy 
and there is a strong demand for" your services, don' t" be afraid of some 
healthy competition. You can -reduce the .effects of competition by 
locating your 4a sensibly. You can also improve your chances by pro- 
viding services and customer appeal that the competition lacks. 



«*4 

Loc ation and Type of Space 

" A 

' Lucille was opening a spa for women. She wanted to be close to her 
customers. She wanted to attract both housewives and working women. The 
location she chose was close to both housing developments and offices. 
. The area was growing, too. In addition, Lucille avoided being too 5 close 
to her main competitor, La Petite Spa, Lucille should f ind i'tfany custo- 
mers for her spa in this area. * 

' ' Lucille looked for severa l'other things when choosing her, location: 

• a visible spot on a busy street; 

• plenty of free parking; and • 

• •. reasonable rent and a long-term lease. 

s * 

Lucille hoped that the traffic on the street and the activity of the 
new shopping center would bring her customers. She also, wanted , to be 
easy to reach. Lots of free parking was very important as well. She 
rented only 2,000 square feet at first. '-The very least you should have 
for a health spa is 1, 000 square feet. But -She chose a space that s,he . 
'. could design as she. liked and that could grow. /• tat er , if she -wanted',, she 

i - 
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could *rent more space and even* build a swimming pool. *She Ijnew that many 
successful "small" Spas were as big as 10,000 sqttare feet.% These spas 
^lso contained many exercise spaces including a swimming pool, jacuzzi, 
and even a racquetball court. 

When you decide what you- need in a location, get information that 
will- help you find the best spot. Get suggestions' from realtors, busi- 
ness people, and the Chamber of Commerce ijn the areas you-are *consid- 
ering. Look on maps '^nd visit possible spaces to see, which meets your 
needs best. * ' * * * 



Summary 



When you p^k^ a location for your health spa^ find an area where a 
demand for physical fitness exists. Choose a rapidly growing area, 
preferably one where well-off, educated people live. .Locate your spa on 
a busy street, cjlose to and convenient to customers and » parking. Choose 
a building with enough space to grow and with reasonable rent and a long- 
t§rm lease. 



Z2 " 
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Learning Activities 



Individual Activities * 

c ■ . • ' .'V 

1. List four things to think about when choosing a location for a fiealth 
spa. " * 

. . . ♦ 

2. Listed below are some of the things to look for in a health spa loca- 
tion. Mark H beside those which you would want t6 be as High as 
possible, and L besides those you would want>e be as Low as possible: 

a. Number of well-to-^ people in the area 

b. Number of private homes in the area , 

c. Number of health spas in the area 

d. Cost per square foot to lease 
**e. Lengtrh of the lease 

•f . dumber of parking spaces 

g. Number of people passing by each day 

3. .Make a list of the health spas in your area and mark their locations 
y on a>p. Are the^spread out, or are they all in one area? Why 
might £his be? - , ^ * 

*4. Visit one of the health spas in your area. Do you think it is in a 
good location? -Why or why riot? 



Discussion Questions 



tied in 



1. Based on- what you (learned it? the Individual Activities, do you think 
it would be wise to start a health spa in your area? Why or why not? 
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2. Do you think Lucille Wolinsky picked a good location for her spa? 
♦ Why or why *not? 

f 

3. Manny Musculari opened a body-building spa in a -small suburban shop- 
ping center. -The space was perfect for the gym' he wanted to bui^d,* 
and the. rent was low. He hopec} to attract male customers who liv£d 
and worked nearby: There were no similar spas^in the area. A large 
restaurant was next cioor. There was space for 50^cars in the parking 
lot. Traffic on the street was so busy that at times it was hard to " 
get out of the parking lot. 

Do you think Manny' s location is a £ood one? Discuss the main 
benefits and problems of this location. -Remember the type of busi^ 
ness and customers lie pians to have. 
* j 

4„ Lynda Gorgene wanted to open a health spa. She found a perfect loca- 

tipn^ It was a spa that had just gone out of business. The 2,000 

square foot space was equipped ju»t as Lynda wished, and the price 
f - - m c 

was right. It was o*h a busy street in a well-to-do neighborhood, 

with plenty of parking. Was Lynda's c'hoice a wise one? Does Lynda 

need to know more before making a decision? What? 



Group Activity 

Assume again that you will Qpen ,a health spa in your area and do the 
following. 



1. , Use the information you found in the Individual Activities to . 

decide in *what general* area you want to locate. Locate this area 
on a local map. 

2. Discuss possible locations for your spa. Use your knowledge of 
the area's roads, traffic patferns, other businesses, housing, 
and business areas. Discuss the advantages and disadvantages of 
each. 

. - ?4 

20 




r ' 

3. Decide on £he best location. 

4. Discuss what kind of space to look for. 
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UNIT 3 



Getting Money to Starts 




Goal:" To tfelp you plan how to borrow money to start your 
health spa* 



♦ Objective 1: Write a business description for your 
health spa* 

Objective 2: Fill out a f^>nn showing how much money 
you need to borrow to start youf health spa* 



J 
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LUCILLE GETS MONEY TO START HER SPA 



"The next step: Money I What do I need to start my spa 
and where am I going to get it? Even though-I'm starting 
small, this ^is not one of the cheaper small businesses to 
start. I'm going to need some expensive equipment. Though 
I can't even start thinking about a swimming pool, I must 
have a shower, and I T d like a simple sauna, too. I'd 
better make a list of all my expenses to find out exactly 
what I f ll need to borrow., I only have $3,000 of my own 
money to invest." 

So Lucille listed all her expenses. Here's what'the 
list' looked like: 



Salaries (1 part-time assistant — 3 months) . . $1,500 

Rent (3 months) ,3,600 

Phone and Utilities - 200 

Remodeling (including bath and shower) 5,000 
Exercise Equipment and Sauna 

($30,000 total, 1/3 down) 10,000 

Furniture and office equipment 2,500 

Supplies and printing . 500 

Advertising # 400 

Insurance, licenses, legal and accounting advice 4,000 

TOTAL $27,700 



Lucille knew that money was hard to borrow. So she 
decided to keep costs as low as pssible. She^would budget 
only three months' rent ^nd salaries instead of six. She 
also would lease all of tver equipment instead of buying it. 

Lucille made an appointment with Bob "Banks at First 
Federal, where she had banked for several years. He gave 
her a statement of financial need to fill out. He also 
told her to write a business description. It had to, 
include information about the services her health spa would 
provide, her location, customers', competition, and plans 
for success. ' « 

• • ■* 

Lucille workedvhard to do a .good job on her- loan appli^| 
cation. She so wanted her own spal She^was delighted with! 
Mr. Banks's reaction:* » ^ >, 

"Congratulations, Lucille. You've done a fine plannitig 
job. I think Dayton can use a Women's spa. like The Fitness 
Place. Your loan is approved." % * 
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Getting Money to Start 



♦ All new businesses require money Co start up. In this unit your will 



learn about how to get mot\£y to start a health spa. 



Wojuldn't you be lucky if a friend or relative gave- you money with no 
strings attached? Let's assume it won't be so e;asy. c You will probably 
have to go to a bank or to the Small, Business Administration to borrow 
money. When you apply for a loan, you will need to provide information 
about yourself and your business. You can start now to keep a list of 
your education and work experience. This will help you provide the 
information about you. 

To provide the information about your business, you will need to 
prepare a .business description and a statement of financial need. 



Bu s iqjts s Desc ript ion * 

Lucille 1 s banker wants to know exactly what kind of- business Lucille 
is planning and how she will run it. He wants to know how carefully she 
has planned for in. - Your banker .will want the same kind of information. 

A business description should be written clearly and simply. It 
should include the following information: 

• Kind of business - (What services will it offer? ft>w will it be 
run?) 

• Location (Where will it be and why?) 

• * Customers ( (Who are they and where will they come from?) 

• Competition (What is the competition?) 

. • Plans for Success (ft>w will you beat the competition?) 
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Read Lucille's business description below to see how,, it covers this 
information. - • 

Kind of business . "I plan to start a small, women-only health spa. 
Its name will be 'The Fitness Place. 1 It will offer exercise' with and 
without machines, and nutritional and diet advice. It also will offer 
fitness and figure evaluation with individualized exercise <and diet pro- 
grams, sauna and showers, and a variety of exercise classes. I plan to 
hire one half-time assistant to give me enough time to advertise and sell 



- Location . "I plan to locate at 1020 Ohio Avenue, in a 2 ,000-square- 
foot ap'ace in a new shopping center. It is located on a busy street near 
the homes and offices of the customers I hope to Serve. It is easy to see 
and convenient to reach. I can re,qt it for only $.60 per foot with a 
five-year lease at the same rate." 

Customers t "M/ customers will all be women, mostly in the age range 
of 20-50* * I hope to attract many young housewives in the new housing 
developments nearby. I am also looking for working women in the nearby 
of f ice buildings ." 

Compet /tifrn . '* "There are only ,three other health spas in the Daytoa 
community: La Petite Spa, a women-only club across town; Jack Tanny f s, a 
men's spa; and The Health Spa, a large franchise in the big industrial 
park. They are all doing well* I believe there is roofe for another-spa 
in this new, growing area in Dayton. 



Plans for success . y "The Fitness Place will aim to provide friendly, 
personal service in a warm and caring environment* Services will be 
entirely geared to women's interests. Classes will be offered according 

to customer needs. As th'e business grows, I hope to rent more space and 

« 

build a small swimmin^pool and jacuzzi." *t 

You can* see that Lucille 1 8 business description gives much of the 
information the bank wants. Next you will learn about the statement, of 



financial need. 
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Statement of Financial Need 

Your statement of .financial need must show (1) your starting expenses, 
(2) how much money you already have, and (3) hoAmuch more you will need,. 

StartiAg expenses . ' Starting expenses for a health spa include at 
least the following: 

• exercise equipment ($18,000 - $30,000 new; can buy or lease; used 
equipment is less costly); ^ 

• bath and showers ($5,000 - 10,000); 

• office equipment — typewriter, files, calculator ($500 - 1,000); and 

• .in^rrance ($3,000 - 4,000). 

In addition, from three to six months of operating expenses are needed 
in the beginning. Remember what. Lucille did. She figured three months 1 
salaries and rent. You will have to wait for y'ouFZncome to come in on a 
regular basis. 

Starting expenses for a health spa can vary quite a bit. Lucille, for 
example, started on a small scale with 2,000 square feet and some exercise 
equipment. She splurged on a sauna. But she leased all her equipment and 
only had to put one-third of her expenses down. In the long run, leasing 
costs more. But it is a cheaper way to start. Lucille could have started 
with even less. She could have purchased used equipment and rented even 
less space. However, most experts in the business Say that $50,000 is 
about the least you can expect to spend (including loans for equipment). 

Lucille could have started with more money than $50,000 by having a 
pool, Jacuzzi, more space, more employees, and so forth. .She could have 
bought all her equipment. Or 9he could Have opened a franchise sp'a v This 
usually costs more since you are paying a la^ge company to use fts name 
and to get expert advice on starting and w operating the business. 

Sample statement . When you knowyoUr starting expenses, you are ready 
to fill out a statement of financial need such as this one: 

28 
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STATEMENT OF FINANCIAL NEED 



Starting Expenses 

Salaries t $ 

Building Expenses 

Repairs and Renovations 

Equipment and Furniture J 

Inventory or Supplies r • 

Advertising 

Other 



TOTAL 



Money on Hand 
Cash on Hand 
Gifts or Personal Loans 
Investment by Others 

TOTAL $t 



TOTAL STARTING EXPENSES fc_ 

TOTAL MONEY ON HAffo 

* - 

TOTAL LOAN MONEY NEEDED 



The forms you wiU actually use to apply for a loan may be slightly , 
different* The items may not appear to include all of your own needs. 
Fo/ example, Lucille had several expenses that would need to be included. 
Trcese are; ^exercise equipment* and sauna under "equipment and furniture 11 ; 
utilities ^and phone deposits under "building expegfSes 1 ; business licenses, 
insurance, legal and accounting fees under "other*" Lucille should list 
tAese separate items on her statement of financial need* 



Summary , - 

You will probably need to borrow money to start your -health spa. , In 
'applying for a loan, you will need to provide a description of your busi- 
ness* and a statement of financial need. The amount of money" needed to • 
start a health spa depends on^everal things. , These are the size of your, 
spa, the services ^you plan to offer, and the amount of money you are able 
to^ spend. 
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Learning Activities 



Individual Activities 



1. Write a business description^ or the health spa, you would like, to 

start, fou may have to "make up" some of the information such as the 
address. Include information about (1) kind of business, (2) loca- 
tion, (3) customers, (4) competition, and (5) plan> for success. 
Your description should be simple, and clear and should include all 
information a loan officer would need to tell whether the business is 



likely to ipisuccessf ul. 

- s *3? 



2. Answer the following questions about Lucille. 

a. r How much money did Lucille need to start her health spa? 

b. H9W much money in all did she have available to start her spa? 

c. How much would she need r.o borrow from the bank? > 

d. How much, in addition, would she owe on the exercise equipment? 

e. About how much less would she spend on exercise equipment if she 
started with used equipment? 

f. How much more would she need for salaries and rent if she planned' 
for the first six months, instead of only three months? 

3. till out the statement of financial need on the next page for- 
Lucille. List items that don't fit under "Other." Include any 

• special explanations you think are needed. 
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• STATEMENT OF FINANCIAL NEED 


• 

Startling Expenses 


Mnnau on Ha tin 

^ Piuncy on ndnu 




Salaries $ 


Cash on Hand $ 




Building Expenses » 


Gifts or Personal Loans 




Dana 1 re a « H Ronn \7Si t" "f O Y\ C 
l\cpal L s a ilU RcUUvaLiUiio 


* «* 

* Investment by .Others 




Equipment and Furniture 


TOTAL • $ 




Inventory or Supplies 






Advertising 


* » 

V 




Other < 






. TOTAL $ * 


TOTAL STARTING EXPENSES \ 










• 

♦ 


TOTAL LOAN MONEY NEEDED % 
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Discussion- Questions 4 

V 1 

\ . * 


9 




lV--a. Do you think Lucille 1 s business 


description is a good one? Does 





it include everything it should? If not, what should be added? 
b. If yo„u were the loan officer at Lucille f s bank, would you give 
her the loan? Why # or why not? 

2. Starting expenses fer a health spa probably range from somewhat under 
• £50,000 to much higher, say $100, 000-$150, 000. What reasons can 

expl-ain this range? What are the advantages and disadvantages of 
^starting off low? High? * 

3. ' Lucille could also have opened a franchise spa called "The New 

* * Image/" Her starting co^ts would have been $65,000. The New Imtfge 
franchise offered basically the same services that Lucille could 
offer at her own shop, plus a Jacuzzi and steam bath. 
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Should Lucille have chosen a* franchise instead of her own busi- 
ness? Discuss the advantages and disadvantages of the franchise 
approach. * 

4 * 

J 

Group Activity ' t 

* ♦ * 

« 

Andrea Goldberg wanted to start her own physical fitness business, 
but she didn't have enough money to start a "health spa" in its usual 
form. In fact, she only "had a total of $10,000 to invest. This included 
$3,000 of her own and $7,000' from a v bank loan. 

She decided to open up a gymnastics center for children and teenagers. 
She would rent about 1,000 square feet of open space. She^would equip it 
with tumbling mats and climbing and balancing equipment. She would offer 
classes in basic gymnastics activities for children aged 1 to 18. 
As far as Andrea knew, she would be the first such gymnastics business in 
the area apart from one local YMCA. She would run the business alone 
until business grew enough to hire more teachers. 



As a group do k the following. 

1. Prepare a business description of Andrea's gymnastics center, 
which could be used in her loan application. Yp u will have to 
make up more details about 4 the business *than those provided 
above. Your description should include the five parts of a 
business description you have leaVned about in the text. 

2. Prepare a statement ofvfinancial need for Andrea. LisCall h^r t 
starting expenses, moliey on hand, and loan money needed. Figure. 

m that her rent will be about $.80 per square foot and that the 
* exercise equipment will cost about $3,000. » 
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UNIT 4 



Being in Charge 



Goal: To .help you plan how to hire employees* and divide the 
work of your health spa. 



Objective 1: Decitte^how to divide the work of your 
health spa among several employees. 

Objective 2: Pick the best person for a specific job 
in your health spa. 

Objective 3: List three ways tb keep your employees 
happy. 
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LUCILLE "IN C HARGE" 

With her business plan and loan in hand, Lucille vjas 
almost ready to open The Fitness Place. However, she *f irst 
had to decide exactly what jobs needed to be done in her 
spa. She also had to hire an assistant to do them. 

"The first and foremost job in this business is teach- 
ing and helping customers exercise in the gym. Of course, 
even before this, I have to get the customers. ' So selling 
and advertising The Fitness Place will also be very impor- 
tant. Then, once I get started, I'll have to keep the 
place spotlessly clean. And the plumbing and equipment 
must be keTttT in good working order at all times./ The 
phones must be answered'. The bills must be paid. And 
there'll be a good bit of recordkeeping and filing, too." 

Lucille decided to start with a part-time assistant. 
She would work out in the gym with customers during. peak 
hours. Lucille would look for someone willing to clean up 
and do spme office work, too* This would' free her to do 
the advertising and sales, sp important in the beginning of 
any business. „ * . 

Lucille would be depending a lot on her only assistant. 
So she wanted to be very careful about whom she hired. She 
was cbnfident about her own ability to judge people. So 
yd\e would interview people very carefully and try out any- 
one she liked before actually hiring her. 

"What should I look for?" thought Lucille.' "I'd like- 
someone who looks very trim and fit arid who exercises regu- 
larly. If possible, I'd like someone who's worked in a spa 
before. But if that's not possible, I'll train her., More 
importantly, she must be outgoing, friendly, and able^to 
get along well with the customers. Also, since I can' t 
afford to pay very much, the fun of the job will have to be- 
more important than the money. Maybe a P.E. student who 
wants some experience or a housewife who wants # a part-time 
job would be good possibilities." 

Lucille interviewed several young wdfoen. Then she 
found Sally n»ipton, a former P.E. teacher and 32-yea^nrold 
mother living nearby. Sally was available for the right ^ 
hours and was very eager to work part-time. Before hirijfe 
her, Lucille invited Sally to work out with hef as a guest 
for'twp weeks. Sally and Lucille got along well., Lucille 
0 was delighted to hire her first, and only, employee. 
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Being in Charge ; 



As you learned from Lucille, owning and operating a health spa involves 
several basic tasks, Getting these tasks done often involves hiring and 
being in charge of other people. In this unit, you will learn about: * 

• the tasks involved in running a health spa and the people needed 
to do them; A v 

• hiring these people; and 

• ^J*eeping them happy. 



Deciding Who WiU Do Each Task 

*♦ * 

~ iivE ma jut looivo oic iuvulvcu j.u i.uu>ij.iig a ucdiLti opa . 

• providing^ irec t services to customers, such as exercise training 
and classes ; / 

• "selling" and promoting the services of the spa to possible 
customers; - ^ 

• * keeping the spa ctfean and the equipment in working order; 

• doing the office work, including answering the phone ,_^fi ling , 
billing, and bookkeeping; and 

• hiring; training, managing, and sometimes firing people. 

» Its* is possible in a small, new spa for two people to do all five 
tasks. If you start with a smaHjgy^ like LuCi lie's, you, the owner, can 
be the main trainer, salesperson, and manager all in one. A trainer is a 
person directly involved in helping spa customers work out and develop 
proper* exercise routines and habits. You will have many responsibilities. 
So it is wise t;o hire at least one part-time assistant to work with cus- 
tomers. This will allow you to do the s^les and promotion tasks so«.impor- 
tarit in the beginning. Hire someone who is already qualified as a -trainer 
or who would be easy to t«rain for the .job. You might want your assistant; 
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to help with the telephone, office work, and cleaning as well. In a small 
business, it is wise to hire people who are willing and able to do any 
task to keep the business running smoothly. 

As your business grows, you may need more people to handle the work- 
load. You also may begin to add newsservices which will also require more, 
people. These people may require special training or work experience. 
They may be hired part-time as needed to provide the services desired. 
However, they could be self-employed people whom you pay by the hour or f 
service performed. fere's an example: remember Joe' Gaodbody from Unit 
1— owner of Physique, a body-building spa? te decide^ to offer physical 
therapy for persons with athletic injuries. Ha trired a licensed * physical 1 
therapist to work at Physique on a customer-appointment basis. 

Many small health spa owners prefer to hire part-time people. Since 
therey^end to be busjr and slow times at a spa, part-time people can be 
hired- for the busier times. Part-time people will also save you monefy 

because you won't need to pay for vacations and fringe benefits. , 

-»% 

As your business grows, you may decide you need a manager to take on 
sales and management .responsibilities. You would probably hire a manager 
full-time^ You might pay her or him a commission for new customers in 
addition to a small salary. *You might also decide to hire someone to do 
^the cleaning and maintenance work. A part-time cleaning person or a pro- 
fessional janitorial service may be the answer for you. 

■ I ■ • 

As time goes on, you, as owner, -will need to*decide exactly, what your 

*■ 

"people .needs" are. 

• Haw many people do you need? 

, Wha£ should they be hired to do? 

# What should you look for when y^ji hire? 

Ypu have already read some suggestions about answering the first two 
questions. Read on to learn about the qualities to look for in the people 
you hire. 
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Pickinflifthe Best Person for the Job 



You will have many important jobs as owner of a health spa. One will 
be to chpose well-qualif ied , reliable people to work for you. Since your 
people will be working directly with customers, your success or failure 
depends on their ability to kgep customers happy. 

.Here are some things to look for in the people you hire. A trainer or 
a-ssistant should have: 

• the ability to get along well with people of all sizes and shapes 
(friendliness, patience, and a good sense of humdr help); 

• an attractive appearance, includi'n^ a gold figure or physique as 
* an example of physical fitness customers can admire;* 

• background or experience in physical education; 

• the al^^^y to be easiyly trained for the jobr, and 

• office -skills (if you expect your assistant to do a lot of ©ffice 
work). 



A manager should have: , 

• good sales skills; * 

• experience in the health spa business, preferably as a manager; and 

• the desire to be successful in business. 

' Now you are ready to advertise the job you want to fill. Ifeve each 
person who applies for a job Jl) fill out a written job application, 
(2) have a personal interview, and (3) provide personal references. 

The persona! interview is "especially imp/rtant .y^hx^m reveal personal 
qualities that do n&t show up on an application. Your jud^jnenj; abq,ut each 
person is very important i-n selecting qualified people. Personal refer- 
ences should also be checked out. When you select someone, have that per- 
'son work out with you as a guest of the spa for a while. If you are still 
pleased, hire the person on a probationary basis for a month or two. That 
means you will re-evaluate the employee before offering a permanent job. 
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Keeping ^People tfPppy * 

A health spa, as any ot;her, business , m\ist keep its people happy to 
stay in business. As owner of such a business, you can keep your people 
happy in these ways; • 

• provide enough training; 

• have clearly stated policies; and 

• establish good personal relations. * 

Training . Provide enough training and instructions to allow your 
peopl-e to carry out their assignments. Offer exercise training to an 
employee who does not yet have skills in this area. You can do this- 
during that first n guest H Week. * • 

Po licies . Be clear and honest about your policies and pay. Tell 
interested people exactly how much you pay and what raises they can expect 
when they work for you. .Try to offer salaries, fringe benefit's* and work- 
ing conditions that are at least as good as your competitors. If, pbs- 
•sible, give written information on your policies so that ypur people know 
exactly how you operate. And when you establish policies, follow them in 
a businesslike manner. 

1 

Personal relations. Job satisfaction comes when people like what they 
■ * * 

are doing and feel they are doing well. Tell yotir people when they are 
doing a good job. Offer an understanding ear when they have problems, ^and 
help them work toward solutions. Have regular and personal contact wit*f . 
them, letting them know you care. As much as possible, make your spa a 
pleasant, fun place to be. / 0 — 



Summary ~ 

To operate a health spa, you need at least one part-time trainer/ 
assistant. Hiring good 4 people involves reviewing their applicfctl'&ns , f 
interviewing them, and checking personal "references. Keeping the people 
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you hire happy involves several things* You must give them enough train 

ing to do their jobs well, have clearly stated policies, and establish 

•» • 
N gJ>od personal relations* * 



r 



Learning Activities < 



Individual Activities % 

1. Here is a list of some of the tasks that need to be done in a health 
spa. Who* woulci do each task — Lucille, or Sally, or both? % 

a. Teach customers proper 'exercise techniques 

b. Write an advertising brochure 

c. Answer the phone 

** . * 

d. Buy a new jacuzzi ' 

e. Hire a nutritional expert to teach a class 
f • S£nd out monthly bills 

g. Sweep up the gym floor at the end 'of .the day 



2. Below is a list of people a health spa might need. Write down the 
quality you think is most important for each* of these people t^/have. 
Job v \ Quality 

a. Trainer^ ' 

b. Manager 

c. Janitor / , 

d. Nutrition instructor 

~ ^ ; : 

, e. Beauty expert t ** ^ . 

f. Judo teacher \ - ; t 

g* Physical therapist ' - 



3. List t;hjree personal qualities that could shQw up in a personal inter- 
view but not on an application that might keep you from hiring someone 

.. . - ■ ' ,,v 

b. • 
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4. Whom would you hire as a part-time trainer for your women's hfealth 
spa? Explain your choice. 

a. Tanya Fisher: trim, fit divorcee who needs a job to support her 

children; she taught children's gymnastics. 
v b. Robert Lopez: college P.E. student, wants part-time job in 

related area, physically fit, friendly, and good looking, 
c. Lisa Wong: housewife with two school-age children, attractive,, 

jogger, regular spa customer who is excited about working at the 

Fitness Place. 

</ 

Discussion Questions 

1. Why is it important for Lucille to hire an assistant? ' Do you think 
one part-time person will be enough? Does Sally Lipton seem well- 
qualified for the job? 

2. You are £he director of a successful women's spa. You wan*" to offer a 
,new fitness counseling servifce and need to hire a counselor. You have 
just interviewed Jim McDonald for the job. -He is the best qualified 
applicant. He has good references and experience, and you like him 
personally. The only problem is that he would be Ehe only man in your 
women's spa. Should you hire him? Why or why not? 

3. Suppose that Lucille ' s spa grows* rapidly. } She and Sally can no longer 

> 

serve the growing number of customers well. What might Lucille do to 
improve the situation? List two or v three possibilities, and discuss 
'the pros and cons v of each. 



Group Activity 

In groups of two, role play the following situation. 

* <* 
* Lynda Gorgene's assistant Mary has gained ten pounds since being 

hired. She does not look as fit or attractive as she used to. Lynda 

' is not happy with the change and is worried about Mary's gaining even 

more. Role play Lynda discussing thlrs problem, tactfully, with Mary. 
• * 
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UNIT 5 



Organizing the Work 



Goal: To help you organize the work of your health v spa. 

' J 

Objective 1: Fill out a training record for one of 
your customers. 

* 

Objective 2: Write a work schedule for yourself or 
' an employee. 



> 
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LUCILLE ORGANIZES THE WORK 



"Now that I've hired Sally, we're just 11 about ready to 
open. First, Sally and I have to discuss hpurs. She's 
going, to start with 25 hours a week. I alsjo want her here 
during our busy time. If we're like most women's spas,^our 
peak time will be evenings from 5-7 ani 'Saturdays from 
9-11. That will just about cover her 25 hours. 

"We're also going to need to keep tfrack.of our custo- 
mers 1 routines here. At La Petite Spa, we used one form 
for everything. It covered the customer's physical condi- 
tion, goals, recommended exercise and diet, attendance, and 
progress." 

Lucille looked at La Petite 1 s '.'training record 1 and 
made a few changes to suit her needs. She would print 
some, try them out, and make changes later if she neede^ to. 

Sally agreed to work during the hours LucTille needed 
her. Soon they were off and running. * Lucille' planned a 
flexible schedule for herself and Sally. They would both 
work with customers during the "peak times. They would fill 
in the slower hours with cleaning, filing, and bookkeeping. 
Lucille would schedule other tasks for thfcse slow times, 
too. These included appointments with .the accountant, 
buying new equipment or supplies, planning new classes, and 
preparing ads or sales strategies. 

Lucille, was pleased with her days. .She liked the con- 
stant variety of her activities. And she had a very agree- 
able, qualified assistant to help. This gave her enough 
time in the day for other tasks and f or^«unexpect;ed inter- 
ruptions as well. She knew, though, that business might 
continue to grow at the same pace. Then she'd have to make 
some changes in her schedule. 
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Organizing the Work 



Doing the work of any business, large or small, involves three main 
steps. These are organizing the wc-rk, doing it , and, finally, checking 
the work to ensure- high quality and customer satisfaction. This unit 
covers the firstTstep, organizing the work of a health spa. Fi^st you 
will learn abouV keeping track of your customers 1 fitness needs and 

routines. Then ^Qu^will learn about scheduling jobs for yours elf and 

your employees. » 



Keeping Track of Your Customers' Fitness *\ 

You will need to keep track of four things relating to your cus-^ 
tomers 1 fitness: 

• information about their physical, condition — weight , ^height , pulse 
v rate, overall health condition and limitations; 

• indication of their fitness goals (why are they using the spa?) — 

. . . . t . 4 

general conditioning, weight reduction or gain, muscle toning or 

building, injury rehabilitation; 

• "prescription" for* customer to follow at the spa — exercise 
routine, diet, classes; and 

• record of attendance at spa and rout ine\fol lowed . > 



Typically, a health spa will give customers a (single form on which to 
record all. of the needed information. This form is sometimes called a 
training repord. It is used by both the customer and trainer to keep 
track of the customers 1 performance and progress towards reaching bis or 
he.r goals. k 

If you open a franchised spa, a' f orm for this purpose will probably 
be ^provided by the franchising company. Otherwise, you will have to 
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develop your owp, or adapt, one from the spa where you have worked or 
exercised before. 

The training record that Lucille developed for her customers at The 
Fitness Place is shown cm the next page. As you can see, space is pro- 
vided for information about the customer's physical condition, fitness 
goals, recommended exercise and diet routine, dates of visits, and record 
of exercise performance and calorie intake for those dates. Additional 
space is provided for special diet information, classes taken, and other 
comments. The form is printed on bjoth sides of the- paper. When both 
sides are filled in, a new form is provided. 

f 

There is |^9 one "right 11 way to keep track of all this information. 
You may want to divide the information into*several simpler forms. You 
may want to keep a separate file of 3x5 cards including basic information 
on each customer such as <name, address, type of membership, and physical 
condition. 

As the owner of a health spa, you will have to decide on a method 
that fits the needs of your customers and the services you offer.* 



Scheduling the Work , 

Lucille has to schedule £he work of her health spa. She has to, 
decide how best -to cover customer needs in the gym and how to divide up 
the work between her and her assistant, Sally. She also has to decide 
When to schedule classes and when 4 to do the many other tasks she must do 
as owner of the business. 

Coveting customer needs and dividing the work . Since Lucille has 
only one part-time employee, dividing and scheduling the work is ^fairly 
simple. Sne makes sure that Sally is scheduled to work in thf gym during 
peak hours. She tries to be there at those times as well. When a cus- 
tomer is coming in for the first time, Lucille schedules time to show her 
around personally. She develops her individual "prescription" and takes 
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The Fitness PJace 



TRAINING RECORD 
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her through a sample exercise routine. Sally is trained to do this too, 
in case- Lucille cannot be there. .But Lucille wants to be as personally 
involved with each customer as possibly. 

The customers' needs come first in the spa business. Other tasks that 
need to be done, such as' cleaning or filing, would be done by ^Lucille or 
Sally during the slower hours. 

In a larger spa, each employee would be scheduled to meet the varied 

needs of customers, especially during peak hours. A schedule would be 

prepared and probably posted as a reminder to employees of where they 

\ 

should be and when. . 



Scheduling class-es . 'Before scheduling classes, Lu\ille^takes a survey 
of_her customer!' .interests and when <*ey would be available to attend. 
Classes are then s'cheduled tro fit the customers' needs as well as possible. 



Scheduling^other' tasks . As -we* said before, Lucil& has other tasks to 
do in her day besides working with t'he customers. s She has to "sell" ser- 
vices, arrange to service the equipment, and -keep financial records. 
Sometimes she interviews people for jobs or talks with iier lawyer or 
accoufltant. ' . , * 



Although all of these tasks are not likely to ocour^qn a single day, 
several might. Lucille must decide which tasks are most important and 
should i?e done first. She must include these tasks in her daily schedule 
along with her training jobs. Lucille writes down$these,J:asksf dn^her oyn 
daily schedule. . * 



\ 4 



Suimdary ^ 

/ You will need to keep track of your customers' physical condition, 
goals, recommended exercise and diet routines, and their progress. You 
will also need to schedule jobs for yourself and your, employees. ,, 



49 

50 



f 



Learning Activities 



Individual Activities 

* 

1. List four kinds of customer information a health spa owner must keep 
track of: 
a. 

• b. * 
c . _ 

# d. 



2. Read the following* description of Tara Dorabji, a new customer of 

Lucille 1 s. Use the information to fill out the blank Training Record 
on page 48. - 



At 125 pounds, Tara Dorabji is 20 pounds overweight 
for her 5-foot frame and "30 years of age. Her general 
health is good, but she is depressed a^out her weight. 
She has taken a three -month membership at The Fitness 
Place on her doctor's advice. She hopes to lose weight 
through proper diet and exercise. On her first day, July 
1, Tara was assigned a 1,000 calorie diet, a daily half- 
hour exercise routine, and a weekly weight-watchers 1 class. 



3. On June 20 Lucille wants to meet with her accountant to go over the 
books foif the first half of the year. She has also been invited to 
speak at the local Newcomers Club's 10 a.m. meeting. Her weekly ad .in 
the local paper is due on June- 21. She also knows she wants to be in 
the gym during the peak hours. ^ 

Make out a work schedule for Lucille 5 for June 20. Make up your 
> own schedule form. Decide how best to fit in all of the tasks 
Lucille needs to do. 

*• 

'51 

50 _ 



Discussion Questions 

r 

1. Are work schedules likely to be more or less important t^have as 
your health spa grows in size? Why? ^ 

2. Leroy Carver Had five part-time instructors at his karate center. 
They all taught ^their own karate classes* They also shared the 
cleanup, repairs, and office work, Leroy said, "I hate formalities. 
I know my men, are good, and everything will get done when it gets 
done. There'll be no lists and schedules around here. It's bad for 
morale. 11 * *V ■ 

How do you think Leroy 's busines^ will run? Wtyat are the advan- 
tages and disadvantages of running the business this way? 

3. When Grace Garcia started her small spa, Slim and Trim, she said, "I 
hate forms and paperwork. Inventing and" printing forms is expensive 
too. So when each new customer comes in, we'll put her name, age, 
and weight at the top of a piece of paper and write dowa heir very own 
prescription for exercise and diet. It will be much more personal 

than using the same form for ^everyone." 0e 

I 

Do you agree with Grace?/ Why or why not? 



Group Activity 

As a group, see how many tasks you cafi think of that the owner of a 
health spa like Lucille' s taitfht have to do during a busy day. Consider 
both routine and unusual or ^nexpect.ed tasks. 

\ • . 

List these tasks on the/ chalkboard. First decide how often each task 

7 • * 

should be done:' daily, weekly, monthly, etc. Then number them in order 
3 f importance. Indicate Jhich -'tasks should be done first, second, and so 

:th. Remember that Lucille' s routine training of customers must be 
scheduled throughout the/ day. 

51 52 



Then make up a one-day schedule for Lucille. You may decide there * 
are too many tasks for her to complete in one day. Suggest how and when 
these should be done. ¥ 
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Setting Prices, 




Goal: To help you decide how to set prices for yoar health 

v 

A 

Objective 1: Pick the best price for your services. 




lucille Sets, prices 

/** 

Before Lucille actually opened her doors, she had to 
decide on what prices to charge* Lucille knew that most 
health spas sold club memberships of different lengths and 
'prices. Members could then use the spa as much as they 
liked while they belonged. Some customers would come 
often, others hardly ever. Regardless, Lucille knew that a 
spa needed to sell enough memberships at the right price to 
cover its operating expenses and make some profit, too. 

Lucille decided to Took at her competitors more closely 
before setting her prices. She already knew that La Petite 
Spa offered a three-month membership at $100 and a' full 
year at $200. Host customers bought the $100 membership 
and, if they wanted, added another $100 to extend it to a 
year. Jack Tanny's was quite different. It .had been sell- 
ing one-year memberships for^fcnly $100. They were selling 
like hotcakes. However, Lucille learned that the spa 
wasn't at all the/friendly personal type spa she wanted. 
Most of its customers never came back after the first,, 
month. Lucille warmed zo have regular customers who really 
used and liked The Fitness Place. t 

Her newest competitor, the franchised Health Spa, was 
offering a unique introductory special. It included an 
18-month $500 membership, with a guaranteed r ate of only 
$60 a year for life after that. Obviouslf, the Health Spa 
was hoping to attract customers with the $60/year for life 
rate. But $500 was a lot of mpney to start. 

"I^m a little confused by so many different prices. I 
know I don't want to go the way of r either Jack fanny or the 
Health Spa. One is .too cheap and impersonal. The other is 
too expensive and gimmicky. * The Fitness Place is really 
most like La Petite Spa*, so J 1 11 kind of follow their ideas. 

"For starters, I'd like to offer a shorter trial mem- 
bership— rsay six weeks, and I'll charge $75 for that. I'll 
offer a tfeo-f or-one deal in the beginning. That way I'll 
get two new members to join. I'll also offer six months 
for $150 and a year^fo^r $200. I don't want to charge more 
than La Petite Spa, ..even though they're across town. I'm 
still nejg, and I don't have- a very big place.. When I get 
more equipment and maybe a % pool, I'll be able' to increase 
my prices." , 
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Setting Prices 



To be successful, you mu^st set prices for your health spa .that 

• are vcompetitlve with similar businesses; ; 

• are acceptable to your customers; and 

• cover operating expenses and profit . „ ^ 

This is .what Lucille tried to do when she set prices. 

In this unit, you will learn about some things to think about when 
setting prices in any business. You also will learn about some things 
relating to the health spa business in particular. 



Things to Think .About When Setting Prices 

r * ■ • 

There are four basic things to think about when setting prices ui any 
business: 

• demand for services; 

A 

• competition; 

4 • operating expenses; and % 

• profit.- y 

Demand for services . Customers are willing to pay more for services 
that are hard to get and less for services that are ea&y to come by. For 
example, what would you do if there were plenty of other health spas in 
the area? You would have to ^charge your customers less than if there were 
few or none available. Of course, if there were few or none available 
because the demand was low, you could not affqrd to charge higher prices, 
in deciding to open The Fitness Place in Dayton, Lucille had. studied the 
area and felt that the demand for physical fitness was strong. But in 
setting prices, she would have-eCo consider her competition. 

56 
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Competition . When opening any .business, it is usually wise to* set 
prices solnewhat in ^ine with those of your competitors. You may even 'set 
them lower to get customers to try you, the newcomer. 

- Your customers will not pay higher prices unless you offer extra ser- 
vices or better services. A customer will look for the lowest price, but 
will also consider the quality of your services* How friendly and helpful % * 

^ are your trainers? How clean and attractive is* your spa? How convenient 

9 are\yy(xr hours and location? \ • 

Take Lucille as an example. She has three competitors, only one of 
which is a women-only spa. She decides to keep her prices on the low side 
and td offer special introductory prices, as well. She also plans to 
introduce herself to the community "aS a new 'businessperson determined to 
attract customers with friendly, personal services in a clean", , attractive 
setting. - ' 

Operating expenses . • Operating expenses are thef .costs a business must 
pay just to keep its- doors open, with or without any customers. :*Your 
prices toust more than cover the cotts of running your business. 

t - 4 

Expenses to run 3 health spa include such items as: 
salaries; i ^ * , 

building expenses (rent and utilities); ^ 
insurance; 
advertising; 

furniture, equipment, and supplies; and* 

cleaning and maintenance. > > < 

Lucille f s monthly operating expenses will run about $3,500. She will . 

haye to get enough "customers to *pay enough money to bring in at least 
*% 

$3, 500 per month. 

As owner of a health spa, you will* have to figure'.out what your oper- 
ating expenses will be and set your prices accordingly. Often this, takes 
some .trial and error guesswork. You have to think about your pompe^ition 
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and the demand for your services. You may make some mistakes. If your 
expenses are very high, you may need to raise prices. Or you may need to 
cut your expensed. A good manager tries to keep operating expenses as low 
as possible or, at least, to save money where , x it is easiest to do so. 
Remember that Lucille saved by, leasing her equipment and finding a loca- 
tion with a good rental price. 

n Profit . Your profit will be your reward for all of your hard work/ 
Your prices must allow you to make some profit. Profit is what's left 
after everything has been paid for. It may be your own salary or some 
amount over and above that. You must decide how much profit you can make 
and whether this is acceptable for you. Remember that 'many successful 
businesses start out with little or no profit, in the first few years. 
Lucille was finding this out, too. , * , 

Pricing Health Spa Services 

The typical health spa offers its services to customers by selling 
memberships in the spa,. 

Membership packages . Memberships of different lengths-are usually 
- offered to customers. They can range* from one- ortwo-month introductory 
memberships Xo memberships of a year or more. Members-are usually entitled 
to -use all of most of the spa's services as often as they like during the 
time they belong to the spa. Of course, membership prices increase' witlv - 
the length of the membership. However r the longer the membership, the 
cheaper the monthly cost. % For example, Lucille' s basic membership prices 
were ^75 for six weeks*x$150 for six, months, and i>200 for a year. 

i 

t 

r • 
In general, longer-term memberships are more profitable and easier to 

manage. There are fewer 'billing and recordkeeping chores. However, the^ 
choices you offer, should depend on customer demand. For example,- if custo- 
mers want short-term memberships, you should pffer several choices such as 
oye-, three-, or six-month memberships. Sonve spa owners offer different - 
kinds of memberships at different times. If depends on how the business 
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is doing. The Federal Trade Commission limits the length of time and 
amount of money any health spa contract can be sold for, 

^ "Other special prices are sometimes offered. Coed spas usually offer 
memberships for husbands, wives, or entire families at special discount > 
rates. For example, a &200 single membership might cost only $300 for two 
people. In addition, some spas offer lower rates for students and s senior 
citizens. N 

Special introductory offers . Often when a health spa, first opens, 
special prices are offered. These are intended to encourage new" customers 
to try out the spa. They help a new spa stand out from its competition. 
These "specials" might include several free introductory visits and extra 
low introductory rates for a brief trial period. Or they might include ~~ 
two memberships for the price of one (to get two new customers). In 
ac^ftion, short memberships can be trartsferred into longer memberships at 
no exfr* cn<st to the customer. Lucille decided to offer two-for-one six- 
week memberships. She was very pleased with the results. Friends and 
co-workers joined together and brought new friends in. This is usually a 
better way of getting new members than offering half-price memberships or 
'lengthy free trial periods. 

Extra services . Sometimes .customers, are charged for services such as 
counseling, massage, or beauty treatments. This is particularly true if a 
special person is hire£ tO\ perform the service. Prices for these services 
should be set considering all the things we have been talking about. 



Summary % 

\ 

In general, there are four things to consider when setting prices. 
These are demand for the service, competition, operating expenses, and 
profit. In the health spa business, services are usually sold through 
memberships of different lengths,. Special introductory prices are usually 
Offered to encourage new customers to try the spa. 
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Learning Activities 



Individual Activities 

— r 

■ , u » 

t 

1* List four genefral things to consider when setting prices for a health 
spa. 

2. Call a health spa in your area. Ask what it charges for its member- 

ships. (Indicate that you're interested in joining.) Compare these 

-< 

prices with other students 1 findings irom other health spas. Is 

* j»* 

there a "going rate" in your area? Or do you find very different ' 
rates like Lucille? Are there introductory specials? 

3. a. * About how many six-week memberships would Lucille have to sell to 

cover her first month's expenses ($3,-500)? 
b. About how many customers would this .bring her if she sold mostly 
two-f or-ones? 

A '< c - 

4. List three ideas for special introductory health spa prices. 

Pretend you aire opening a new health spa. You* maJLn competition 
offers a straight one-year menrbefship for $150, payable in one lump 
sum when purchased. It can be" renewed for $100 a year. Which* of the 
following is the best price f or yo<i -to offer when you open? Why? t~ 

a. $175 per year, payable in monthly installments; $125 renewal 

b. $150 per year, payable when purchased; $100 renewal 

c. Two-for-one year's membership for $200 

d* First year's membership, at $100; second year free 
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Discussion Questions 

1. Do you think Lucille' s prices make sense in light of her competition 
and the demand for health. spa services? Should she have tried to 
compete more on price with Jack Tanny's $100 membership? Why or why 
not? ' c - 

2. In her second year of' business, Lucille finds that her expenses have 
gone up 10%. Sally wants a raise to keep up with inflation and 
Lucille would like to hire another' trainer. She decides to raise 
prices by 15% and she dropfe her two-for-one special. The number of 
new customers drops: What should Lucille do to increase her busi- 
ness and keep up^with inflation at the same time? 



3. Many health spas offer "special prices" almost all the time. One 
month it might be a' two-for-one special. Another month it might be 

* three free visits. Still another might be promise of an inexpensive 
renewal. This means that customers are paying different prices for 
the satfe services. In what ways d'oes this practice make sense? In 
what ways could it be a problem? 



Group Activity 

Jim Bycott owns a successful coed health club. His club appeals 
especially to the "professional, amateur, and recreational athlete." 
Six-week and one-year memberships are available for $85 and#360. Jim 
wants to expand his business. He invests about $20,000. He borrows 
another $50,000. The money goes for computerize^ equipment that can 
analyze blood, heart function, exercise stress', percent body fat, etc. 
determine a person's fitness. He will have the only spa in the area that 
offers computerized fitness evaluation. 

• * 

Answer these questions to help Jim decide how to set prices for his 
evaluation .service. , 
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List several things Jim must think ^tbout- when he sets prices.^ 
Arrange them in order of _ importance. Which will be most important? 
Least important? 

Jim figures each fitness evaluation will cost him $200. How much 
might he charge customers? 

t 

<* 

«> * 
Assuming this price, what type of, customer is likely to use this 

service?' 

Jim decides to charge $250. Customers love the service, but the 
number of customers is very small. Business does not grqw as Jim had 
hoped. What- should Jim do? 

What are some problems invol-ved in offering and pricing services that 
cost ra lot to provide? 

* ... ' 



\ 



62 



62 



^ UNIT 7 



Advertising and Selling 



To help you learn ways to advertise and sell the 
services of your health spa. 



Objective 1: Pick one way *o advertise your health 
spa* t 

Objective 2: Design a printed ad for your health 
spa.. , 



- i 
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LUCILLE "SELLS ,r TIE FITNESS PLACE 



Lucille knew that advertising and sales were very 
important in the health spa business. She had seen how v 
hard 'her boss at La Petite Spa had worked at planning nevj 
sales strategies each month, and on developing a fancy 
brochure describing the spa. Lucille also knew that sales 
planning had to be done before she ever opened^her doors. 
She sat down to think about setting her prices. Then she^ 
realized that pricing and sales went hand-in-hand. 



"The special prices I offer when we ope^i will probabl^ 
be my best sales method.. Customers are really attracted by 
specials like twQ-for-ones and free visits. But, as I^said 
before, don't want to seem cheap and gimmicky. My spe- 
cials will have class. First I'll hold an Open touse, where 
I can introduce myself personally to eacT* woman and guide 
her through the spa. I'll advertise the open hquse in the 
local weekly advertiser. I'll have a large , "attractive . 

• ,,j ACr t» 1 1 ~.*t* n t-v cnmo 1 1" nv'itflf inns' in 
sign on me w i nurOw- * *~ a*bw ~r 

local store windows.. I'll send some to the Newcomers Club 
and The Junior League. I won't gprint prices on the signs — 
that's tacky. I'll just say something like 'Special Intro- 
ductory Prices,' and 'refreshments and- demonstrations,, 
provided. ' 

* ' "I'll also print a nice flier describing our services, 
maybe with a silhouette drawing of a woman exercising. 
Mdybe we can use the picture as a -symbol for advertising. 
Visitors can pick up the flier when they 'come in, and I can 
use it for other advertising later. 
9 ' ' 

' "Sally and I will let people know what a great spa The 
Fitness Place will be. We' ll try to get them t;o sign up or 
at le.a*t call for a free guest pass." . • ■ 

Open H)use was on Saturday, Sept. 15/ THe turnout was^ 
greater than Lucill-e ejected, with almost 50 women sched- 
uling visits for the nekt couple of weeks. Lucille would 
plan to spend most of hejr early weeks meeting future cus- 
tomers. She would try to make a good impression on them. 
Then, with luck, she ^6uld sign them up for memberships in 
The Fitness Place. 
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-Advertising and Selling 

^Advertising and selling your health spa and the services it offers 
are very important to the success of your business. You can siee how 
important it was to Lucille as she was starting The Fitness Place. 

As Lucille found, the best way to attract customers at first is to 
offer introductory and ongoing "specials." These offer customers special 
low prices or a chance to try out the spa before joining. folding an 
open house and talking to' local clubs and businesses can also be helpful. 
Printed ads, direct mail, and brochures can also be used, but are not as 
important in the health spa business as, in others. 

Probably your raosc imporcanc "sales" raecnod. wiii be your ability to 

*■ 

show customers that you understand their needs and want to serve them. 
In this way you will build a good reputation. You also will build-up 
your business by word of mouth. \ ^ 



"Selling" fealth Spa Services . 

t 

Selling health spa services involves several activities. These 
include introductory specials, open houses, visits and lectures to inter- 
ested groups, and developing a good reputation. 

Introductory specials . You learned about specials and the importance 

of offering them in Unit 6, Setting Prices. To refresh your memory, 

specials might include two-for-one memberships, extra-low introductory 

f 

rates, several* free visits, or inexpensive renewal rates. Some spa 
owners think the two-for-one price is an especially good way to attract 
new customers. Free visits are useful, too. In fact, it is probably 
wise to offer at least one free visit to help a possible customer know 
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/ . 
what she or he is baying. towever, Lucille offered hers as a "Free Guest 
Pass." Keep the number of free visits small. You don't want freeloader 
customers enjoying your offer for , long. Thirty days free is going much 
too far. ^ 

kany health spas continually^f fer a special but change it regularly. 
This appeals to many customers who like a "bargain." If: you choose this 
approach, set a cut-off date. for each special to help- close the sale: * 
"Two memberships for the price of one until the end of the month." But 
don 1 1 be pushy. Let the customers decide. 

This sales approach does not appeal to all customers. To some it 
seems giimnidky ,or cheap. Some spa owners prefer not to of fer . special > 
prices ajd time limits. Thsy prefer to create a low-key image of quality 
without girimicks.. Only you can decide what's right for yov|r business. 
Who will your customers be? What' will appeal to them? Wha$ image do you 
want to establish? 

Open house . When you are ready to start business, hold an open house 
to introduce the public to your spa. Show people around,, serve light 
refreshments. * Let them know how you operate, how friendly and service- 
minded you are, and how they can join. Advertise the open house with a 
big sign in ^ur window and by placing an ad in the., local newspaper. If 
you want to attract particular customers, send a written invitation. , , 

Visits and lectures . You might wish. to contact local clubs whose 
members might enjoy .your spa. The Newcomers Club 'and service and civic 
groups' ate possibilities. Offer to speak to these groups, and give 
coupons for »a free visit. Or invite the group in for a free visit and 
talk at your spa. * * v 

• * 
W6rd of mouth . Eventually, your success will depend on^your repu- 
tation in the community. You will^want your customers to renew their 
memberships, and you will want to keep new customers coming.' To do this, 
you will be "selling" your 'business every day by offering friendly per- 
sonal service, and following the policy: "The customer comes first." 
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this way, your customers wi.ll come back, and they will bring new custo- 
mers. Two other "sales 11 ideas to e'ncourage referrals should be consid-, . 
ered.^Oifer your customers a "bonusV'^f they find a new member. The bonus 
could b*fe^ r6duce$ renewal price ot a free personal service such as a 
massage or facial.^ Or sell a gift certificate that can bring in ney 
customers. # 



Ad vertisements * , * 

As we v said b'efore, most typical forms of advertisement are not as . 
important to the success of a health spa as they are to other businesses* 
But they can be used to a limited degree. : 

Yellow Pages * You should advertise in the Yellow Pages as all small i 
business owners do, but the ad probably will not bring many custpmers. 
So just "take out a small, inexpensive ad, including your name, address, 
phone, and whetrher you are a women- or men-only spa. Place the ad under 
V Health Clubs'^or "Physical Fitness," and do it well ahead of time so 
that the ad will appear when you open. , ? 

Newspapers and, magazines * Newspaper ads do not- pay off in the health 
spa business. If you are iiT a smaLJ. -community , however, an ad in a small 
weekly paper or advertrser mig^t 'be worthwhile. 

The >est place to J>ut an ad, if possible, is in a specialized publi- 
cation such as physical fitness. or sports, magazines. Or put it in a 
local group* publication such* as a newcomers newsletter. Ads in large 
magazines are 'very expensive, so don 1 1» even' consider it if your advertis- 
*LngT>udget is small & 

Direct mail* . If you are offering a service that might appeal to a 
% very specific group of people, you might want to send a personal letter 
to those people. For exdtnjr^e, Jim Bycott ^wanted local businesses to ( 
learn about „his new computerized fitness evaluation. So he sent letters 
to business executives in the area with a brochure describing the new 
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service. In general, however , health spas do not Use direct mail 
advertising for large groups of unidentified people. 

» » * 

Brochures and fliers . It is important fox you to have 3 one-page 

flier or brochure that describes ydur health spa. It should be available 

to customers when they come* in and -for sending out to potential customers. 



fere' is the flier Lucille designed for The Fitness Place, 

t 

£ 



Jrhe Fitness Place 




We offer these personal, individualized services: 

• Fully Equipped Cyn , • Weight Reduction and Diet Plan 



Nutritional Guidance 
Skin Care Guidance and Classes 
Cueat Speakers 



Daily Exerciae Classes 
Sauna 
Aerobica 
Yoga 

* DAYTON'S NEWEST SPA 
FOR WOKEN ONLY 

484 State Street (in new Bayside Shopping Centerh Dayton 
Phone: 737-0530 Hours: Mon-Fri 9am-9pm l Sat 9an-3p» 
0* ' CALL FOR A FREE GUEST VISIT 



Your flier or brochyre, like Lucille 1 s, should be simple and attrac- 
tlve\ Above all, it should provide important information* about youf 
busings. Include any social features br services you provide. > Include 
an illustration, if possible, as Lucille did. 

Signs . An attractive sign should be posted at your spa. If you are 
located on a busy street or in *f^>\isy shopping center, -the sign should be 
large and placed to attract as much favorable attention as possible. 
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Summary , 

Advertising and sealing aire very important in the health spa busi- 
ness. The best way\to attract customers is by offering introductory 
"specials, 11 holding open houses, an<tj^u1;lding a good 'word -of -mouth repu 
tat ion. 




Learning Activities 



Individual Activities 



1. Match each of the following with the words best describing it: 

Guest pass * a. Useful when you first open 

Newspaper ad - b. MosV^tra^ortant sales technique 

Flier c.. Important every single day 

Introductory special d. Must be simple but attractive 

Yellow Pages ad e. Not very helpful'in general 

Friendly; personal service Ever^ small business needs to 

have one 

Open house g. Good way* to let customers know 

what they are buying 

2. Look in the Yellow Pages under "Physical Fitness" or "Health Spas and 
Clubs." Compare ads for health spas. What size are they? What 

~- information do they include? Which ad do you think is best? 

3. Call one of the health spas you found in Item 2. Indicate that you> 
are a student learning about small business advertising. Ask the spa 
to send you its flier or brochure. Examine it. Compare 'it to 
Lucille 1 s Fitness Place flier. 

4. Ask for a free guest visit at a health spa near you. Visit the spa. 
Try its services. Then decide if you would like to join based on 
your experience visiting. 
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5. 'Here is a list of sales and advertising methods : 
a. Fr.ee visit c. Direct^mail 

. b . Two -for -one prices d. Operv house 

Which of these methods would best suit each of the following adver- 
tising needs? * 
Introducing the entire .community to your pew spa 

Letting local doctors* know about your new physicafl therapy 

services 

Getting Janet Carver, 30 pounds overweight, to try out your 

exercise equipment" ^ 
Helping Tom'Lindley, *a prospective new customer, think he is 

a> 

getting a good deal 



Discussion Questions 

1. Do you think Lucille 1 s advertising plans are good? Why do you think 
she chose the methods &e did? Will her flier attract customers? Is 
there anything else Lucille might do to help "sell" TheJFitness Place? 

2. Discuss why the usual printed ads in Yellow Pages, newspapers, and 
magazines are ndt especially useful in the health spa business. 

3. Tony Leo was starting the Sun-Glo Ifealth Club. To attract customers, 
Tony placed a large ad in the Sunday Tribune classifieds under 
"Services." He offered customers ten free trial visits and a free 
massage. What do you think of Tony ! s advertising approach? Why? 



Group Activity 

In small grpups, ^nake out an advertising and sales plan for your own 
health d|pa. Design a simple and attractive flier or brochure that 
describes your business. 
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UNIT 8 



Keeping Financial Records 



-Goal: To help you learn how to keep financial records for 
T ^ your health" spa. 



Objective 1; Fill out a customer bi lling * f orm for 
services sold to a customer. 

Objective 2: Fill out a daily cash sheet for the 
f money you receive and pay out in one day. 
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LUCILLE KEEPS FINANCIAL RECORDS 



Ready to open, Lucille needed a way to keep track of 
her money. How would she collect money from her customers? 
How would she keep track of the money coming iff and going 
out of the business each day? 

"I'm sure glad I took those business classes at night. 
Without* them, I would have known nothing about the billing 
and bookkeeping I'm going to have to do for The Fitness 
Place." ' 

Lucille thought a lot about how she expected the busi- 
ness to run. Did she' want to give credit and let customers 
pay in installments? "Did she want to spend a lot of time 
doing billing work? Answering these questions helped her 
set up a system she hoped would work. 

"I'd like to make things as' easy as possible for my 
customers. Most of them will probably take six-week mem- 
berships to start. I'll let them pay in full when they 
join. Or they can pay $40 at first and the rest at the end 
of the months I'll give them a self-addressed envelope and 
^a payment coupon when tjiey leave. For six- or twelve-month 
"memberships, I'll take installment payments: six $25 pay- 
ments or ten $20 payments. I'll give customers coupons . 
with due dates and envelopes and, leave it to them to pay. 
We'll keep a cgrd file by date, showing when payments are 
due for each customer. If we don't get the money on time, 
we'll send a reminder bill. That way customers won't feel 
0 bugged by constant bills, and I won't have as much billing 
to do." 

Since money would be coming in and going out at differ- 
ent times, Lucille Reeded a way, to keep track of the cash 
flow. She bought a batch of daily cash sheets on which she 
could show exactly how much money 'came into and went* out of 
> The Fitness Place each day. Each month she would summar-' 
ize her income and expenses, <s&t the end of the" year she 
would have good financial recoVds to help determine how 
well the business-was doing. 

Lucille had her accountant check her plans and she 
found them acceptable. After several months of business, 
the system seemed to be working well. About 25% of her 
customers seemed to need reminders, but most paid quickly 
after receiving a bill. . Not having to bill all her custo- 
mers saved Lucille time and money., too. 




Keeping Financial Records 

V 

As a health spa owner, you must have a clear way to keep track of 
your income and expenses. You must keep good financial records to know 
how your business is doing and to make important decisions. You also 
must provide financial information to the government when filing your 
taxes. * 

. J 

Different businesses have different recordkeeping needs*and methods. 
The needs of your health spa will be fairly simple. First, you will need 

i 

way to bill customers for their membership fees and any other services pro 
vided. Second, you will need to keep track of the money coming into your 
business (revenues) and going out of your business (expenses). In this 
unit, you will learn about customer billing forms and daily cash sheets. 

"6 

Customer Billing Form 

Your billing methods will depend o* the types* of memberships and other 
services yoij ofter. Lucille, for example, offered six-week, six-month, 
and one-year memberships. She let her customers pay in installments. 
Lutille gave customers payment coupons and envelo p s. She left it up ,to 
them to pay on time. She sent out bills only if customers didn't pay on 
time, or if they asked to be billed. She usiyi a standard customer bill- 
ing form like the one shown on the next page. v 
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Customer : 


THE, FITNESS PLACE 
CUSTOMER BILLING FORM 
Jocelyn Webster 










Payment 


Due Date: 


10/15 


Date 


Service 


Amount 
Cha rged 


s 

Payment 
Received 


Balance 
Due 


10/3 


4 

6-week membership 
• 


$75 

f 

/ 


$40 


$35 
$35 



A sample entry is made to show that on September 15, Jocelyn Webster 
paid $40 toward a $75 membership. . When the remaining $35 waa-not 
received by the end of the month, she was billed, for ther$35 balance. 

If your health spa offers special services wi,th separate charges, 
^such as massages or facials, foilow the same guidelines already^lis- 
cussed. Encourage the customers to pay on the spot. Or offer credit and 
bill them for the extra charges using a customer billing form. 

■Lucille tried to ke^p her billing work very low by giving out payment 
coupons. There are other ways Xo reduce your billing work in the health 
spa business. You can accept a bank credit card such as VISA or Maso^r- 
Card. The bank pays you the customer's charges and in turn bills the 
customer for payment. Or, you can hire a billing service, usually a 
bank, to do the billing^for you. Either of these methods will cost you 
extra money. You will^av^- to decide if it's worth it. 



Daily Cash Sheet 



Because, customers do not jtfsually pay for separate services in a 
health spa, the amount of money that comes y( varies a lot from day to 

V ' 
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day. Daily expenses vary a lot also. But both income and expenses tend 
to be greater at the beginning and end of each month, when^most people 
and businesses* pay bills. 



A daily cash sheet can be used to keep .track of your income (cash 
receipts) and expenses (cash payments) each day. Here is one that 
Lucille filled out for-October 31. The one you use in your business may 
be slightly .different. 







DAILY CASH 
October 31, 


SHEET 
19XX 


Cash Receipts 






Cash Payments 


Cash Sales: 


$ 


115.00 ' 


Salaries $ 250.00 


J. Delaney $40 






Building expenses 1200.00 


T. Gooding $75 






(rent) 
Equipment and 


Credit Sales: 


i 


350.00 


Furniture 


10 checks at fc35 






Supplies (printing) 150.00 








Advertising 


3 

• 






Other (accountant) 55.00 


TOTAL CASH RECEIPTS 




465.00 


TOTAL CASH PAYMENTS $1655.00 











* » 



As you can seek on October 31 Lucille received customer payments „ 
to'taling $465. ShS^lso wrote end-of-the-month checks totaling $1655. \ 

You may decide to use a simple record book instead of Lucille 1 s form. 

At the end of each month, these daily cash forms or records would be sum- 

> 

marized* They would be summarized again at the year's end to provide % 

complete statement of profit and loss. This" will be discussed further in 

the last sectrion of this module. 
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Summary 



Keeping good financial records is a necessary part of running a 
health spa. It involves billing and collecting money from customers for 
membership and other services provided.' It also involves regulafly 
keeping track of the business' income and expenses. 



\ 




Learning Activities 



Individual Activities 



1. Fill in the blanks, using what you have learned about keeping finan- 
cial records for a health spa. 

a. A customer who pays membership fees over a long period of time is^ 
paying in . 

b. Customers paying this way may be given payment . 

c. Or they can be billed using a 



d. In this business, bills are likely to be sent out 

(weekly, monthly, bi-monthly, yearly). 

e. A daily cksh sheet* is a daily record of the business 1 

and ] . 

Jeannie Louis has a paid-up membership at Lucy Lamour 1 s, an exclusive 
health club. However/ Jeannie uses many extra services at Lucy's. 
In November she had $25 massages on the 3rd 10th , and 24th, $15 
facials on the 14th and 28th, and a special figure consultation 

costing^$50 on the 19tn. Fill out a billing form ffor "Jeannie 1 s 

- < • x J * 

November charges". Put the charges in order by date. „ 



W * CUSTOMER BILLING FORM 



Customer : 



i Amount Payment Ba lane e 
Daty Description of Sale Charged Received IXie 
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3.' Here is a list of the money Lucille received and spent on November 15, 




Checks received : 

Hortense Carver (cash. payment) 

Chris Lee (payment^ for past services) 

Sue Yee (payment for past services) 
* 

Checks paid out : 

Sa^.ly Lipton (salary) 
yAll-Farm Insurance 
Mary Horton (flier) 

Fill out a daily cash sheet for November 15* 



$150 
35 
20 




DAILY CASH SHEET 



Cash Receipts 



Cash Saxes 
Credit Sales 



TOTAL CASH RECEIPTS $ 



Cash Payments 

Salaries $ 
Building Expenses 
j Equipment and Furniture 
Inventory or Supplies 
Advertising ^ _ 

Other * 
TOTAL CASH PAYMENTS '$ 



Discussion Questions 

"s: * ; 

1. Lucille decided to allow customers to pfcy for their memberships ±n 

installments. Was this a wise decision? Discuss the pros and cons of 
offering credit this way. 



Casey Jackson, owner of Fitness Unlimited, hated bookkeeping. So he 
hired the Lark National Bank of Tipton to do his billing and monthly 
financial statements. How would Casey's recordkeeping tasks differ 
from Lucille' s? What are the advantages and disadvantages of each 
approach? 
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3. What other types of financial records, besides those already dis- 

cussed,- would the owner of a health spa have to" keep? Think^of other 
possible money dealings health spas would have. 



Group Activity * 

# 

Sara Jane Morris bought a one-year membership in The Fitness Plate on 
October 10. She paid $20 down and agreed^tj/make nine more $20 payments 
at the end of each month. On October ,31 she made another $20 payment. 
However, as of March 15, she had not sent ariy more money to" The Fitness 
Place. How would you handle this problem? ' 
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UNIT 9 



Keepiog Your Health Spa Successful 



Goal: To help you learn how to stay successful. 



Objective 1: Figure out the net profit (before 
taxes), profit ratio, and expense ratio for a 
health spa. 

Objective 2: State one way to increase profits. 

Objective 3: State one way to change your health 
spa to increas-e sales. 
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- LUCILLE WORKS TO KEEP THE FITNESS PLACE SUCCESSFUL 



1 The Fitness Place is "now t wo ^years~o Id 4 Luc i rtte -1 s "f if s t 
year was very successful. Har planning and sales work seemed 
to have paid off. She had signed up some 200 members. Most 
of them came to the spa often, and had already renewed their 
memberships. She had even shown a slight profit. 

During the second year, however, business stopped grow- 
ing. Lucille 1 s small profit disappeaj^r- It didn' t % take a 
genius to figure out the problem. The Fitness Place and 
other spas in Daytou had done so well that another large 
franchise, Slim 'n Trim, opened up— just a few blocks down 
the -street from Lucille. Slim 1 n Trim had a 2,000-square- 
foot gym, swimming pool, jacuzzi, steam room, and even two 
racquetball ^courts^ What was even worse, Slim 'n Trim's* 
introductory year's membership was only $100. 



Lucille was' in, a dilemma. 

"I can see that Slim ! n Trim is taking all of the new 



business around .here. At least- I haven't lost many custo- , 
mers to them. That shows r that we're doing our job well. 
But with costs going up all the time, I can 1 1 afford not to, 
get any new customers. And with Slim 'n Trim undercutting 
our prices, I certainly can't raise prices. ' I also can't 
afford to build a pool or expand to compete with them. So 
what can I do to change things?" 



Lucille, decided on two major, changes. First, she would 
add a new 1 "twist" to The Fitness Place. .It would become 
more like its name: a place to learrf about fitness. 
Lucille would offer fitness education through classes, in" 
.yoga, aerobic dance, nutrffcion, and holistic health. Classes 
would be free to members, but non-mftnbers would be able to 
attend by paying a fee. In this way, Lucille hoped to get 
some new customers* who were not yet interested iri general 
membership. They might become interested through the 
classes offered. . f 

It\ addition, she decided to add free babysitting during 
peak hours acid class times. In trying to think about ways 
tef' increase business, Lucille recalled frequent comments 
from members like:. "Gee, my f riendi Grnny. wou Id love it 
here, but she" can 1 1 get a babysitter for Jimmy during tn"e 
day. ,r ' • 
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Keeping Your Health Spa Successfu 1 



Luc ille .Wbiinsky very much wanted The Fitness Place to be successful, 
and she was willing to work- hard and to make changes' for it to happen. 

I • . 

You, tool, will want to be successful in your business. Haw to be 
successful ils not always easy to figure out, / 



There are three important ways to keep your health spa successful, 

• Keep track of the money so you 1 11 be sure to have enough. 

• Keep your profits up and costs down. 

• Improve or change your business when necessary. 



In thej last unit you learned how to keep track of the money. In this 
unit, you [will learn how- to keep track of and increase profits. You also 
wilt learn how to change your business, if necessary, to keep profits up. 



Keeping Track of Profits 



/ 



Keeping careful records of your income and expenses from year to 
year", as Lucille did, is a necessary step in determining profits. 

Profit/ loss statement * Your income and expenses can be summarized 
each ye^r on a profit/loss statement such as the one Lucille used. It is 
shown on the next page. 1 « ■ 
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THE FITNESS PLACE 
PROFIT/LOSS STATEMENT 



Year 1 





$ 


% 


Revenues 






Cash Sales 


$ 8,625 


100% 


Credit Sales * ^ 
TOTAL 

* 


25,125 




$33,750 


• 


Expenses * 


» 




# Salaries 


6,O0fc> 


f 


Building Expenses (rent) 


14,400 




Utilities 


2,000 


V 

1 

/ 


Exercise Equipment (lease) 


, 5,000 


i 


Supplies .(printing) 


1,000 


Advertising 


850 




Insurance 


3,000 


* 


Other: licenses, accountant, 






^ lawyer 


Yioo 




' ■ r 


$33,350 

t 


• 


Net Profit 
, 


$400 


1 % 


From this statement you can see 


that in her first year Lucille ha* 



revenues (or income) of $33,750. *Herynet profit Vas $400 — the difference 
between total revenues and ' total expenses. If her expenses had £>^en 
greater than her revenues, she would have suffered a loss. 

Two percentages are shown on the ^tcfit/loss statement: the profit 
ratio and the expense rat?io.- , m 
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• * The profit ratio is a percentage comparing net profit to revenues. 

* y% £ j r> j Net Profit inn 400 inn 1<y 

Profit Ratio = — ,x 100 = 00 nA x 100 = 1% 

Revenues 33, 750 

* 

I f 
This means that in Year 1, Lucille 1 s profit was 1% of the*total 

earned by The Fitness Place that year — not very. much, but a 

beginning for Lucille. _ 

• The expense ratio is a percentage comparing expenses to revenues. 



c n *j Expenses 33,350 Q 

Expense Ratio » -r—*- x 100 = 00 - 7cn x 100 = 99% 

r Revenues 33, 750 



Th^tfi means that in Year 1, 99% of Lucille r s revenues went to pay 
her expenses. Lucille wants to decrease that percentage as tixslS 00 ^ 
goes on* 

These percentages can be useful to you in comparing your profits and 
expenses from year to year. They can alsg be used in comparing, your 
business with other health spas. 

Two-year profit/loss statement . When Lucille compared her income ahd 
expenses for the first and second* year, she used the form shown on the 
next page. » 



36 



THE* FITNESS PLACE 
TWO-YEAR PROFIT/LOSS STATEMENT 

Year 1 * Year 2 


• 


J) At 


* 


V 

Revenues > 


' > 




\*ci Sll JdlcS 


fe>ft A 2 S 

■ U j \J -J 


V7 975 


UicQlI. Dales 


2 S 1 2 S 


£5 525 

r 


r 


33,750, 100% 
*— 


33,500 


Expenses 




* 


Salaries ^ 


o,uuu 


a ^nn 


^ Building Expenses (rent) 


V 

14,400 


14,, 400 


Utilities 


9 nnn 


2 200 


Exercise Equipment (lease) 


5,000 


5,000 « 


Supplies and Printings 


1,000 


i r\ r\c\ 

1,000 


Advertising 


850 


550 








Insurance 


' 3,000 


3,200 ' 


Other: licenses, accountant, 


I 




•* 

lawyer • 


1,100 


1,200 


" TOTAL 


fc-33, 350 " ?9% 


$33,»850' • 


« 






: Net Profit 


£ 400 • 1% 

4 





•The t>wo-year profit/loss statement; makes it easy to compare figures. 
In comparing Lucille' s figures, -you can see that her revenues went down 
while her expenses went' up i'n Year 2. ^ 



* ' Iiaproving profifrs * 'As/a business owner you* may have no profits, o^ 

they may be too low or not growing enough. As-LucilJ.e did, you can try 

t 

to inci^ase thejp. Three basic ways to increase profits in ai>y business- 

are to : • - ['' * ' 

• increase sales (get more custWers) ;* , . 

• . « " . ** * 

• raise prices; .and/or % • » ^ 

* • • • V % '* # 

• reduce expenses. 



V. 



• . : <J 

Changing Your Business to 'Increase Sales 

Lucille felt she could neither raise prices nor reduce expenses to 
increase her profits* She decided instead to increase sales by getting 
new customers. If you decide you want to 'increase sales in order to 
raise profits, there are two main ways to go about it: 

•- improve the quality of your services; or 

• change or ad^J to your services. 

; . < 

Don't try to do either of these things right away. You must first find 
out, as Lucille did, whether and how your health spa should be changed. 
To find out, ask your customers for suggestions. Try to find out why old 
customers stop coming. Look at your community and your competition. 
Study new business trends. Profits and sales may be lagging for a. number * 
of reasons. In Lucille" 1 s case, it was because of new competition for the 
same customers. Other possible reasons include dissatisfied customers, 
and inqreased costs or poor economic conditions. You must find s out why 
your sales are down before you decide how to^, change. ^ - ' 

Depending on the problems, there are many types of changes you might 
consider for your health' spa. You might neerd to^add (or drop) types of 
services or customers, as Lucille did, by adding classes and babysitting. 
She also changed the image of her spa to set it apart from the competi- 
tion. If customers are dissatisfied in any way, you might need to 
improve personal relation ^with^t hem or your staff. Yoii might need to 
improve the quality of your staff or your* equipment . 



* . Summary* t * ■ \ 

j * "You can. figure out profits and compare them ye^r-to-year by recording 

revenues and' expenses on a profit/ loss statement. -If, you Want to increase 
profits, you must increase s^les, raise prices, or reduce expenses. To 
* increase^ales^ you .may need to Lmprove^the quality or make basic changes 

] in the services your health spa offer's. 
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Leaijning Activities 



Individual Activities 



Use Lucille 1 s case study to do the following* 
1. Compute Lucille 1 s net profit for Year 2. 



1. H^net profit in Year 2 is actually called a 



3* . Compute Lucille 1 s profit ratio for Year 2» 



4. „ Compute Lucille 1 s expense ratio for Year 2. 



5. Which year was a better one for Lucille? By how many dollars and 
what percent? 

6. What is the sum of tfre profit and expense ratios? Why? . x 



i ( 



Discussion Questions 



Why do you think Lucille is so concerned about her declining profits?* 
ter loss in Year 2 was very small (only $350), and., she knew she'd * 
have to live off her sayings for a while. 



2. 



Why do you think Luci lie „ decided to try to increase sales rather than 
raise prices or reduce expenses? 

Do you^think The Fitness Place is a success in Lucille' s eyes and in 
the eyes the bank and community? What other things besides profit 
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and profit ,ratio would you, as owner of a health spa, look at to 
decide how successful you were? ^ 



Group Activity 

' ./ '* . . 

\ Hare are some new facts about Lucille 1 s business. Read them and 
develop a plan to increase profits of The Fitness Mace, Try to think of 
as many specific ideas as you can to increasefcprof its. * j, 

1. Slim 1 n Trim is having some problems with the Hsalth Department 

? / . * 

* about the cleanliness and chemicfal balance of its pool and 

•' -<..-• 

jacuzzi. _ ' 



2. Lucille' w^u Id really like to build a swimming pool. 

3. Lutille's classes are a big hit, especially aerobic dancing and '6 
yoga. MAy non-members are paying for the classes, • 

4. * About 25 new women join The Witness P.l^ce within the first month 



that babysitting is offered 



5. Lucille is overworked. She 1 s teacher, trainer, sometimes baby- 
sitter, yand manager — all rolled u-p*inttf"one very° tired wonflffi. 
She.'s thinking about hiring another trainer to free her to pro- 
mote the business .more and to get spmfi r&st. 
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SUMMARY 



Ifealth spas provide a variety of physical fitness and health- 
related services to women and men of all _ages. Before opening a 
spa, you should have several years 1 experience in the physical: 
fitness business. You should also have some basic business 
^Ijills. Atfove all, you should like working with people. 



1 A .health spa should be locaf^ in an area where a demand for 
physical fitness exists. Choose a rapidly growing area where 
well-off, .educated people live. Locate on a busy street, close 
and^ convenient to customers, and parking. 

You will need to borrow money to start your health spa. In 
applying for a loan, you- will need to proyide*a description of 
your business and a statement of financial need. The amount; of . 
money 'needed to' start a health spa depends on the size of your' 
spa and the services you plan to offer. 

To operate a healtlyspa, yfcti need at least one part-time 
trainer/assistant. Hiring gdtfci people involves reviewing their 
'applications, interviewing thern^ arid, chefk^ng personal refer- 
ences.. Keeping the people you hire happy involves giving tb^m 
enough tracing to do their jobs well. It also involves having 



:ate^ 



clearly stated po lie ies and establishing good personal relations, 



r 



You will need to find a way to organize the work c^f your 
health spa. You raGst keep track of your customers 1 physical 
condition, fitness* goals , recommended exercise and diet rou- 
: tines, and their progress.' You will also tieed to^schedule jobs 

for yourself -and your employees. > 
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In setting prices, you will need to consider four things. 
These are the demand for services, competition, operating 
expenses, and profit. In the health spa business, services are 
usually sold through pemb.erships of different lengths. Offer 
special introductory prices to encourage new customers to try 
your spa. Advertising and selling are very important in the 
health spa business. The best way to attract customers is by 
of fering* introductory ''specials, M holding open houses, and 
building a good % word -of -mouth reputation. 

Keeping good financial records is necessary part of rjinning 
a health spa. It involves billing and collecting money /rom 
custotpers for membership and other services pro videcL ^It also 

m 

involves regularly keeping track of your income and expenses. 
By keeping good records, you can figure out your profits and 
compare them year to year. This is done by recording your 
'income and expenses on profit/loss statements. » 

To own and operate a successful health spa, you need work 
experience in the field. You also need the special business 
management skills we have covered in this module. You can learn 
business management skills through business classes, experience, 
or by usin^ the advice and example of an expert/ Classes in 
physical' education, ph^feical therapy, and basic physiology would 
also be helpful to have before, opening a health spaf. A 

You may not make a lot of money owning a health spa. Ffc>w- 
,ever, you would have the personal satisfaction of being respon- 
sible for your business and mak\ng your own decisions. Think 

about how important these things \re tp you' in considering 

*>: \ ^ 

'whether you should start your own h\alth spa. 

i 
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1. The main serviced provided by a typ^al health, spa are 

a. swimming and water relaxation activities. * • 

b. beauty and body-building advice for women and men. » 

c. classes in a variety of fitness areas. 

v d. physical conditioning-and weight reduction programs. 
* 

2. ™WhicTTof theHEollowing personal qualities is~least impox- 

" ( ■ 

tant for the owner of a health spa to have? 

a. Desire to overcome early sickness or physical disability 

b. Ability to sell and communicate* well J 

c. Being outgoing, friend ly K and patient 

d. Attractive and physically fit body 



V 



3V. List tnree things the/owner of a health- spa ,can do ^o stand 
.out from the competit it>n: - . a 

b. 

c. . 

4. ^nyone operating a health spa must get 
a. a local business license. 
0 b. a physical therapist's license. 

c. Department of Ifealtfc approval. 

d. » Food and Dru^ Administration approval. 



5. , 



9 

In choosing a location for a health spa, you must think 
abodt the # type of people in tfie area, their- interest/in 
ph^icai fitness, and the number^of 
a", busy streets and shopping c|jU:ers in the area. 

b. freeways within a short distance. 

c. health spas in the area. 

d. new restaurants, being built in* the area. 
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6. George Cunningham wants to open a small bodybuilding club 
for men in Norton. Which of these locations should he 
■9 choose? 

* a. A 5,-0Q0-square~f oot *space in a new shopping center on 
Main Street; low rent; five-year lease available. 

b. A 1, 000-square-f oot 1 space in a 'warehouse located near 
offices and 'industry; plenty of parking and reasonable 
rent. * 4 

c. His own triple-car garage; which can be emptied and 

** equipped ,as a gym; located on a busy street in Norton; 

, .rent $0. * , 



The business description for Emily Norris 1 new health spa 
should include all of the following inf orraation^except * 

a. < where she plans to locate and why. 

b. who her competitors wlj.1 be and where they are located. 

c. what services she will offer and to whonr. 

d*. 'what kind of education and work experience she hap 'had. 

Carm « Ma rinoni 1 s starring expenses for his karate studio are 
£22*500. He has £5,500 of his own money and £-2,000 df\±s 
parents 1 ' nfoney to invest in the business. * How much will 
Tlarra need to borrow? 



Which of- these tasks Will Leon^Moore, trainer at, The Health 
Sp«a, beMoing most of the time? * " . 

a. Helping 'Customers* with- their exercise routines 

b. Keeping the exersi&e^equipment in good, working order ^ 

c. Selling special introductory^ of fers to'jigw customer's^**"*' . 

d. Training new, Health Spa employees to' do their jobs 



i 
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Which of these people should be hired as a part-time traine 
at The New You/ a high-class health club for men and women? 

a. .Jeannette Wills; attractive v former P.E. teacher, needs 

good job to support her two children; ^ lov^ s people and 

exercise. , * 

b* Thomas Cortez: physical therapy student, former var- 

siXy^ootbalT." an^~"traclc~'star; nice personality ; wants 

part-time work related to his field, 
c Rona Epstein: friendly, shapely former secretary; good 

office skills; jogs, skies, and dances in her free 

time; wants a career change, 
d. Stan Flanagan: pro football player-turned-businessman; 

managed a large franchise health spa for a year; good t 

salesperson; lots of ambition. 

( x 

\ 

/ x 

List three ways a health spa'owner can -keep her or his 
employees happy. . / 

] * . 

b. \ ; . j 

f 



A training record* ftfrm used by a •health !s|xa should include 
information about the customeY 1 s -physfe^/.dBaditlon, a 
statement of fitness' goals, r£coj^6flde4fex&tei fife and diet, 
and the / , ' 
a. name and approval of the customer 1 s doctor. / • " • 
b^ name, address, and ohone numbjer of the customer. 

c. rules and , regulations of 'the health spa^ 

d. dates the 'customer uses the spa and types of exercises 
, - done. * * 



r 
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13. Which of the following tasks should^the owner of a, small 
health spa consider most" important in her fr^his daily 
schedule? 

a. Working with customers in the gym 

b. Developing an interesting advertising brochure 

c. Interviewing and training new employees 

- d. Sending out bills and keeping the -financial re cords^ 



14. 



Cicely Jones' part-time masgeUse charges Cicely J^an 
hour for her services. Customers at a ^competing spa pay 
$15 for a half-yhour and $25 lor an hour-long massage.- 
What should Cicely charge her customers? , 

a. $10 and $15 

b. $10 and $20 

• y • ~ * 

c. $15 and $25 • 

d. $15 and $30 




V 3 
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15. 



16. 



To" advertise your new health spa, the most important thing 
you should do- first is 



' a* 
b. 



place an ad 'in the local newspaper. 

hold an open house to introduce the community £o ypi|,r 

i * i* 

spa - . ' •' ' • . . < '.;.<! ••. ./V 4. 

visit local clubs and civic groups tp explaia Jfw^;^ 

services. . , • f '^V' HT'fctf* J 

offer free trial members hi p&v 

4 *' 



% 

J. & 
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17* A customer billing form used by a health spa will show the 

• * * * 

^amount jcharged, balance due, afid the - . 

a. type^of smembership purchased.' . * 

" «.b. services offered by the— spa. 

c. dates the spa was used. . 

d. name of the customer's trainer. 

18.. Which of the following inf oraation^bes ,a daily cash sheet 
include? ' . 

.a. *£ash sales' and payments 

> b. Cash sales, payments, and profits. 

c. k Cash sales^ payments), and debts * * 

d. Cash sales, payments, profit, and debts 



19. 



Last year, total sales at Sl^m f n Trim were $100,000 and' 
total expenses were $85,000. Compute the following: 

a. Net profit * % $ ^* < 

7 — ; — 

b. Profit ratio = <$> 

c. Expense ratio = % 



. . . 20. The profits*of Karen Kirby's health spa have been declin- 
ing for the pa£t year. ^What .can Kareji do to increase 
' profits? w ^ ^ * '.' 

.a. Lower her membership "prices t 
b. Get^rid of her overweight customers 
j c. Build, a new swimming pool and Jacuzzi . • 



d. FJLnd some new customers 



21. To increase her "sales, Ka re could 



0 



7 

/ 



a. 
b. 
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